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Abstract 
Most students use social media in their daily lives. Social media depends on mobile and web-based technologies to create highly 
interactive platforms through which individuals and communities share, co-create, discuss and modify user-generated content. 
This study attempted to identify the methods used by students when seeking a placement for their internship and whether they 
find social media as an effective tool to apply for their internship placement.  The study employed qualitative method and data 
was collected through several semi-structured interviews which probed the students’ use (or lack of use) of social media when 
applying for a placement for their student internship.  The interviews were conducted with a small selected group of students who 
had undergone an internship program.   It was found that while a few of the respondents used social media when applying for 
their internship placement, most did not. In terms of the implication of this study, organizations could be able to employ the best 
practices when selecting students for an industrial training in the organizations.  While levels of awareness and adoption continue 
to develop both for recruiters and student’s internship programmes, organizations must consider adding social media to their 
overall online recruitment strategy to meet the goals of being cost-effective, competitive, targeted and strategic when sourcing for 
top talents.  
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1. Introduction 
Not too long ago computer-use studies focused on internet searching, e-mail and game playing.  The rapid 
changes in emerging and increasingly mobile technologies have created a whole new category of social media which 
provides a means of communicating and building relationships.  As the face of technology changes and becomes 
more social, it is problematic to compare technologies used today and the ones used in the past (Ruleman, 2012).  
One survey was administered to over 5,200 college seniors at the Ohio University in Athens, Ohio.  It was found that 
the students not only own a growing number of technological devices, they are using emerging technologies on those 
devices.  This includes their use of social media which refers to “a group of internet-based applications that build on 
the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of User 
Generated Content” (Kaplan and Haenlein, 2010: 61).  Among the social media, students use Facebook, You Tube 
and MySpace the most (Booth, 2009). 
Internet users aged 18 to 34 years old (referred to as Gen Y), are more likely than older age groups to prefer 
social media for interactions with acquaintance, friends and family. A ‘broad brush’ description of Gen Y starts with 
the observation that many members grew up with computers. They have mastered the use of computers for many 
aspects of their lives, particularly communication.  These digital natives, who are either students or relatively recent 
entrants to the workforce, are often described as technologically savvy and the most visually sophisticated of any 
generations.  A need to interact with others is a key reason for Gen Y’s use social media (Palfrey and Gasser, 2008).    
They are also more likely to value others’ opinion in social media (eMarketer, 2011).  Most university students fall 
under this age group and some of the courses involved in industrial training.  With competition in the online 
recruitment strategy, it is necessary to identify and adopt practices that yield competitive advantage among 
organizations.   
 
Therefore, this research endeavoured to answer these two fundamental research questions: 
1. What are the preferred methods used by students when seeking a placement for their internship? 
2. Is social media an effective tool for student internship? 
 
2. Social Media 
2.1 Definition 
 
It is acknowledged that there exist literally hundreds of social media platforms which include social networks, 
podcasts, wikis and blogs (Hanna, Rohm & Crittenden, 2011). Kaplan and Haenlein (2010) defined social media as 
“a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 and 
that allow the creation and exchange of User Generated Content” (p. 61). In an attempt to systematically categorise 
the many different types of social media, they had classified social media by social presence/media richness and 
self-presentation/self-disclosure. Table 1 summarises their classification of social media. 
 
Table 1: Classification of Social Media by social presence/media richness and self-presentation/self-disclosure 
 
 Social presence/Media richness 
 Low Medium High 
 
Self-
presentation/ 
Self-disclosure 
High 
 
Blogs Social Networking sites 
(e.g. Facebook) 
 
Virtual social worlds 
(e.g. Second Life) 
Low  
 
Collaborative projects 
(e.g. wikis) 
Content communities 
(e.g. You Tube) 
 
Virtual games worlds 
(e.g. World of Warcraft) 
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These social media is extensively used worldwide. As many as 63% Internet using males and 75% of their female 
counterparts  are using one form of social media or more (Pew Internet, 2012, as cited by Gibbs, MacDonald & 
MacKay, 2015). In Malaysian scenario, for example, there are 19.2 million Internet users and 64% of them have 
social media penetration (Muzliza, 2014). Facebook and You Tube are currently the most popular social media 
favoured by Malaysians where the former claimed to have 10.4 million users in the country of which more than 30%  
are youth aged between 18 and 24 (Baskaran, 2014).  
 
2.2 Uses of social media 
 
Social media is used for many different purposes. Firstly, it has become a well-known platform to disseminate 
information as it allows individuals to create, share and recommend information (Hanna, Rohm & Crittenden, 
2011). Secondly, it is also a great avenue to foster relationship (Baskaran 2014). While new friendships can be 
formed through social media platforms, old friends have also been reunited through them. Thirdly, social media has 
also found its way into the classroom. Among others, in academic setting, it has been used to share information, to 
create forum for interactive online discussions and to promote student engagement with learning materials (Ivala 
and Gachago, 2012). Other than that, as social media also allows consumers to connect, share and collaborate, it has 
become a powerful marketing communications strategy (Hanna, Rohm & Crittenden, 2011). In this regard, any 
company or organisation that chooses not to engage the use of social media as a marketing strategy risks becoming 
less competitive at best, and irrelevant at worst (McCann, 2010, as cited in Madia, 2011).  
 
2.3 Usage of social media for job recruitment 
 
Other than the uses mentioned above, social media is also now being used to recruit potential employees. It has 
become a means of supplementing the existing recruitment strategy because it is seen by many recruiters as a cost-
effective hiring solution (Madia, 2011). A study by Gibbs, MacDonald & MacKay (2015) discovered that slightly 
more than 50% of hotels in America and Canada use social media for their Human Resource activities. However, 
their study also found that most HR managers use  social media like Linkedln, Facebook and Twitter almost 
exclusively for raising awareness of their hotels and attracting people to apply, and not for hiring decision, 
interview, reference checking and preliminary screening. The study also revealed that the HR managers perceived 
social media to be most useful for communicating directly with potential candidates, and for sourcing and 
identifying candidates. Viewing online Social Media profiles of candidates who have applied for work is also rated 
as useful.  
3. Data Methodology  
3.1 Interview 
 
Individual interview was conducted between the researchers and the students (refer Table 2). Students were 
contacted via Whatsapp for their consent and most suitable time to be contacted. The students were pre-selected 
from a database of students who had undergone internship at UiTM Johor. The list was sourced from the coordinator 
of Industrial Training of MKT672/669, who is also a member of the research team. 
The researchers ensured that all interview questions must be the same for all the interviewees. It is because to 
gain the standardized data for analyzing purpose. 
The interviews were conducted via Whatsapp. The interviewees were drawn from past and present students 
undergoing industrial training (internship), representing various batches and programmes of students. All the 
information gathered during interviews session was recorded and the results were analyzed. 
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Table 2: List of Interviewees 
 
No. Name Program Internship Date 
1 Ahmad Waqiuddin BM220 February – June 2014 
2 Kausar Jiwa BM220 September – Jan 2013 
3 Amir Aizat Zulkifli BM220 September – Jan 2015 
4 Jamilah Johan BM240 September – Jan 2015 
5 Rabaatul Adawiyah BM240 September – Jan 2015 
6 Nur Hidayah Ghani AC220 September – Jan 2015 
7 Sharifah Nabilah Alkaff AC220 September – Jan 2015 
8 Lyana Nordin BM220 September – Jan 2015 
9 Wan Nor Izzati BM220 September – Jan 2015 
10 Noor Aini BM220 February – June 2014 
11 Azrul BM220 September – Jan 2015 
12 Faiz Shahru BM220 February – June 2014 
4. Findings and Analysis 
 
The results from the interviews with 12 respondents have shown mixed results. Questions concerning issues of 
selection of methods for finding placement for student internship were asked. Online interviews via Whatsapp were 
conducted with all respondents.  
 
4.1 Student Internship  
 
All respondents confirmed that their internship is compulsory for their programmes. It is part of the requirement 
for the conferment of their degree. While their programme coordinators had provided a list of companies where their 
previous students had done their internship, the students themselves had to secure internship placement on their 
own. However, some companies are located far from the students’ residential places. Most of the respondents 
looked for potential companies using the Internet, particularly Jobstreet.  They said it is because Jobstreet provides 
them a big list of companies posting for internship vacancy. The recruitment portal also allows candidates to upload 
and renew their curriculum vitae (CV) regularly.  A few students used other methods for finding a place for 
internship which include personally approaching some companies based on recommendations from family and 
friends.  
 
4.2 Social media used for Student Internship 
 
Social media was not used for finding place for internship. They said social media sites, like Facebook is used for 
social communication and not for serious matters like job or internship placement.  A few students told the 
researchers that they use company websites to look for company information after they have secured a placement 
via Jobstreet. 
5. Conclusion  
Social media is not used for finding students internship among the respondents.  Almost all used the websites and 
Jobstreet, in particular. This is an interesting finding since they, the respondents, are in the early 20s, Generation Y 
young adults who utilizes social media in all their daily activities. They did not even use social media as reference or 
as a method of finding information about internship placement. This is probably due to the fact that social media like 
Facebook is solely used for social communication and entertainment and not for something as serious as internship 
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placement. This also supports the fact that social presence is the most important factor that determines students’ 
usage of Facebook (Cheung, Chew & Lee, 2011). 
However, company websites were used by students to search internship information. As surfing the Internet is a 
prevalent daily activity among college students nowadays, it should not be surprising that they search internship 
information online given lesser time and efforts are incurred in online search (Fong, et.al 2013).  
They are not aware that companies do recruit via their corporate Facebook pages.  Stepstone.com (an online 
recruitment portal) that serves over 500,000 jobs and handles 25 million CVs annually reported that major 
companies have tripled their use of social media for employer branding in the last three years. In addition to their 
appearance in the websites, companies also publish company profile and link to their career pages (stepstone.com, 
2015). 
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